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Nowadays, visualization of food appearance has become an important factor in 
influencing customer satisfaction which is creating an unforgettable experience when 
people visit to the restaurant. The aspect of visualizing the appearance of food must 
also be balanced by good food quality in the restaurant. The purpose of this study was 
to identify the effect of visualization of food appearance and food quality in achieving 
customer satisfaction in Tutup Panci Bistro. In this study, visualization of food 
appearance has five important factors that support in achieving customer satisfaction, 
which are; component of the material used, color selection, food texture, shape and 
size, and layout. Therefore, in previous study, quality of food has three important 
factors, which are: the taste of food, the variety of menus, and the nutritional content of 
food. The methodology used in this study was quantitative and qualitative, whereas, 
quantitative data collection was obtained through questionnaires to guests at Tutup 
Panci Bistro. Meanwhile, qualitative data is obtained through interviews with food 
influencers/reviewers. Based on the results obtained, appearance and quality of food 
have a significant positive influence towards customer satisfaction at Tutup Panci Bistro. 




Visualisasi tampilan makanan yang baik telah menjadi faktor yang penting dalam 
mempengaruhi kepuasan seseorang dalam menciptakan sebuah pengalaman yang tidak 
terlupakan ketika mereka berkunjung ke restoran. Aspek visualisasi tampilan makanan juga 
harus dapat diimbangi oleh kualitas makanan yang baik. Tujuan pada penelitian ini adalah 
mengidentifikasi pengaruh visualisasi tampilan dan kualitas makanan terhadap kepuasan 
pelanggan di Tutup Panci Bistro. Di dalam penelitian ini, visualisasi tampilan makanan 
mempunyai lima faktor penting yang mendukung dalam mencapai kepuasan pelanggan, yaitu; 
komponen bahan yang digunakan, pemilihan warna, tekstur makanan, bentuk dan ukuran, dan 
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tata letak. Sedangkan, kualitas makanan mempunyai tiga faktor penting, yaitu: rasa makanan, 
variasi menu, dan kandungan nutrisi makanan. Metodologi yang digunakan dalam penelitian ini 
adalah kuantitatif dan kualitatif, yang dimana, pengambilan data kuantitatif  didapatkan melalui 
penyebaran kuisioner kepada 100 tamu di Tutup Panci Bistro. Data kualitatif diperoleh melalui 
wawancara dengan food influencer/reviewer. Berdasarkan hasil yang didapatkan, visualisasi 
dan tampilan makananan memliki pengaruh yang positif signifikan terhadap kepuasan 
pelanggan di Tutup Panci Bistro.  





In a restaurant business, restaurant owners need to ensure a unique concept to be 
able to always attract potential visitors. The involvement of social media to disseminate 
information about the restaurant has also become a basic need aside from only 
discounts, music entertainment, and the atmosphere of the restaurant (Bennet 2017). 
Food visualization can also be an attraction for restaurants and is used as the main 
basis in giving a positive impression to prospective visitors. Gitman & McDaniel (2007), 
have stated that customer satisfaction is a person's feeling towards the pleasure and 
disappointment of the comparison of results expected by guests to a product received. 
This aspect of customer satisfaction can be seen as a key differentiator indicator and 
key as an element of business strategy for a restaurant. 
Based on 2 research teams Soenawan & Malonda (2015), and Faizah, Suryoko & 
Saryadi (2013), product quality (Anantadjaya et al. 2015), quality of services offered 
(Exhibition et al. 2010, Ghimire 2012, Ha & Jang 2010), and the atmosphere of the 
business location (Ghimire 2012, Githiri 2017, Fu'ad 2015), the price of the products 
and services provided (Bojanic 2007) are as several factors can affect customer 
satisfaction. The main product of the restaurant is certainly the food served. Measuring 
the quality of the food dish can be seen from the taste, appearance, portions and of 
course the price. From these factors, taste and appearance are a combination that is 
considered by restaurants (Faizah, Suryoko, & Saryadi 2013). 
Seeing the development that has existed until now, visualization of food offerings 
becomes an interest in itself. Restaurant visitors often take pictures of the food 
visualization display and upload the photo to their respective social media accounts. 
Referring to this, a distinct impression arises that the restaurant visitors seem to be 
relatively disregard the price and taste of the food offerings to get a new experience 
from the dishes (Velasco et al. 2016). If the food visualization display factor can be 
supported by delicious taste indicators and appropriate prices, customer satisfaction 
with a restaurant can occur. This customer satisfaction is specifically related to the 
reality of the dining experience in a restaurant, or what is called Customer Dining 
Satisfaction ", or " customer dining experience " (Putra 2019). 
The chairman Indonesian Gastronomy Association (IGA), Indra Ketaren, stated 
that the owner of the restaurant tended to ignore the visualization of food dishes 
(Dhetira 2016), and the relative taste. For years, restaurant owners try to compete to 
ensure that the taste of their food must be very good. The discussions often lead to 
other crowded restaurants rather than studying the "customer experience" that other 
restaurants provide to evaluate the reasons why people visit the restaurant. It seems 
that restaurant owners forgot that the visitors decided to visit a restaurant not only to 
buy their food, but rather the desire to buy the value from the restaurant. In this case, 
the value (value) is a series of positive experiences that become the second thing in the 
minds of customers. One of these values display of food visualization has become a 
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trend nowadays, which is also a sensational experience of customers (Dhetira, 2016). 
With reference to the phenomenon mentioned above, that is connected to the 
combination of restaurant visitors, food visualization, food quality and customer 
satisfaction, which is also strengthened by the statement from the chairman of the 
Indonesian Gastronomy Association regarding food visualization, the topic still needs 
research to be able to study the relationship between variables. The result of this study 
is expected to be a reference for restaurant businesses to start considering the role of 
the visualization/ appearance of their respective foods. 
 The food service industry is an old business around the world. The basic function 
of the food and beverage service industry is definitely to provide service to the food and 
beverage orders of the visitors/customers. The industry has penetrated all levels of 
society; hotels, restaurants, canteens, which are scattered in office factories, hospitals, 
schools / campuses, airplanes, trains (Goeldner & Ritchie, 2009). History shows that 
France is the country that employs professional services for food and beverages in 
restaurants by the chef and delivered by waiter directly to the guest. Food and beverage 
menu can be differed to two choices, namely: a la carte and table d'hote, or a 
combination of selected menu options (Goeldner & Ritchie 2009). 
In the following illustration, it is clearly seen about the branches of the food and 
beverage industry in the world (Goeldner & Ritchie 2009, Weaver & Lawton 2014): 
 
 
Source: Goeldner & Ritchie (2009) 
 
Figure 1. Food Service Industry 
 Display of food, or food visualization is an art by doing modifications, different 
processing, organizing, and decorating the food to enhance the aesthetic appeal of the 
food value. Experts from this food display is known as a food stylist who is demanded to 
always have creativity , good ideas and tastes, so that food dishes become interesting 
from various elements, such as; the arrangement, composition, color and appearance, 
thus it becomes very tempting for customers to immediately eat the dish . Design and 
formulation of " positive customer experience " needs to be recognized to be an initial 
step (Nawangwulan et al. 2012). The formulation of "positive customer experience" 
need to include all of the senses (Dhetira 2016). 
 Food Presentation or food display, or also referred to as the visualization is the 
art of processing, arranging and decorating food dishes on a plate to be able to increase 
the attractiveness. Customers’ interest in a meal starts from their eyes first before finally 
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attention to the balance of color composition, texture, shape and arrangement of all 
elements on a plate (Labensky et al. 2014). Labensky et al. 2014) state that the 
arrangement of elements on a plate for a visualization of food is called platting. Some 
styles refer to as classic arrangement centered on the main food placed in front and 
"accompanied" with condiments and vegetables in the section behind. The preparation 
and presentation of the element must correspond to the clockwise direction; protein (at 
6 o'clock position), vegetables (at 2 o'clock position), and starch (at 11 o'clock position) 
(Unilever Food Solutions 2016). 
Aside from the classic arrangement, the Yong et al. (2013) stated that the 
appearance of a food can be said to have a good quality if physically from the food is 
served with an attractive packaging/display or added with information labels about the 
product. The display of a food is a series of interesting visualization processes offered 
by restaurants (Yong et al. 2013, Nisbets PLC 2019, The Manila Times 2014). A good 
composition in the appearance of food served needs to fulfill a balance (Collinge 2017, 
Motes, Malach, & Kozhevnikov 2008, Spence et al. 2016, Ray 2015), which includes; 
selection of the right material components (Unilever Food Solutions 2016), different 
colors (Adam & Ali 2014, Elliot & Maier 2014, Hauff 2019, Mwangi 2010, Putra, Saroso, 
& Anantadjaya 2015, Singh & Srivastava 2011), interesting texture (Civille 2010; 
Haugaard 2015, Jeltema, Beckley, & Vahalik 2015), the right shape (Spence et al.2016, 
Stewart & Goss 2013), and beautiful layout (Chef Resources Inc. 2015, Unilever Food 
Solutions 2016). This composition can be added by decorating a display of such food 
with sauces, powdered sugar and/ or other decorations, without affecting the taste of 
the food substantially (Caribbean Hotel Association 2003, Nisbets PLC 2019, The 
Manila Times 2014). 
 
 
Source: Unilever Food Solutions (2016) 
 
Figure 2. Food Display Focus Points 
The selection of materials to be used is an important key in a food display. The 
food served should look simple [1] but attractive. The arrangement of a food on a plate 
should pay attention to aspects of balance [2], unity, and focus point. These factors can 
help to increase customer appetite.  The layout of the material component used is 
symmetrical, the consumer visual sensor will relatively "lock in" the customer's attention 
to the center of the plate (Unilever Food Solutions 2016). 
The display of food served on a plate should be able to have a balanced color 
variation. Color always has an important factor in a food, especially in its appearance. 
The main color should be soft, natural and compatible. Color can be classified together 
with the effect that has on the perception of people who feel it, such as colors that are 
considered warm include red, orange and yellow which can increase appetite. On the 
other hand, colors that are considered cool or soft are color choices that are closely 
related to blue, green, and violet (Mwangi 2010). 
Research on color and its effect on human psychology has been relatively widely 
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done, for example by Hauff (2019), Elliot & Maier (2014), and Adam & Ali (2014). The 
combination of yellow and green, or reddish and violet gives the impression of warm or 
cool. The difference in the impact from color will depend on what color dominates. 
White, black and gray colors are considered neutral (Singh & Srivastava 2011). 
Vegetables and spices, for example red chili pepper which has a perception of heat, 
sharp, and spicy in taste. In the same way, customers will also have the perception that 
green will be better visualized, so that it is perceived as a delicious dish. The selection 
of color plates also determines the success of a tantalizing food dish (Mwangi 2010). 
The texture of selected ingredients such as flavor and seasoning is an important 
element. The taste is certainly the most important factor in a food dish, using ingredients 
that are fresh and taste delicious, display a food will increase naturally. For the cooks, 
the technique can be an important factor to be able to keep a food dish still has a 
texture that is good. Food texture includes physical characteristics felt by the five 
senses. The texture of food should be able to meet a variety of criteria, ranging from 
taking into account the texture of the food itself so that it sounds at the time of being 
bitten and chewed by the customer, the microstructure of the material used , the 
movement of the muscles used during chewing food and swallowing, as well as the 
acceptability of customer itself (Civille 2010). 
Food textures provide sensory signals to consumers, where most of these signals 
stimulate consumer responses to good and bad, because of the expected pleasure, 
from puddings and ice cream to crackers and crispy snacks. One of the important roles 
that the texture factor plays is the success of the product is an indication of the 
freshness and stability of the food product. The mechanical properties of food textures, 
such as hardness, compactness, crispness, suppleness, and solidity, are easy 
indicators of product freshness and usability. Although texture is often considered 
secondary because of the taste in evaluating the success and acceptability of the 
product, the texture will give results on a scale for customer satisfaction, if the texture 
does not meet consumer expectations then they will be disappointed (Civille 2010). 
The plates used in serving a food presentation can be distinguished by shape or 
size. In addition to colors, the plate also presents a variety of different shapes. Certain 
restaurants use a variety of circle-shaped, triangle and rectangular plates that are 
matched to the composition of the food. Matching the shape of the plate with the dish 
may seem too fancy for many visitors and will have an expensive perception in a food. 
The selection of dishes that are served will certainly be a key so that food looks 
beautiful when served. For example, if the portion of food composition varies, it requires 
a wider plate size so that the food does not look full in one plate. Otherwise, if the food 
composition is only a little, the cooks must be able to place it on a plate that matches its 
size. Aesthetics on a plate should be able to look beautiful, as a result all components of 
the selection of raw materials used can be a beautiful combination in a food display 
(Spence et al. 2016). 
Stewart & Goss (2013) stated that the color and shape in the appearance of food 
on a plate determines a person’s perception in the assessment of the quality of food 
served. Customers' perceptions of a white and round plate, or black and square plates, 
will be very different. The customer's basic assessment will be relatively increased with 
white and round plates instead of using black and square plates, at least in terms of 
"sweet" taste and "delicious" flavor image. By knowing this information, the chef should 
certainly modify the image of the taste "delicious" and "sweet" when using white plates 
(Stewart & Goss 2013). 
The balance and complexity of good food arrangement on a plate also tends to 
add the appeal of a food for customers. Based on articles from Chef Resources (2015) 
and Unilever Food Solutions (2016), simple geometric shapes need to be considered in 
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platting a dish. The food layout above a plate needs to follow a simple geometric shape, 
such as; lines, arc, and circles. 
 
 
Source: Chef Resources Inc. (2015) 
Figure 3. Skeleton of Plate Presentation 
 
 
The research results of Collinge (2017) revealed the visualization of a food display 
has an impact as a communication tool from the restaurant to the customer. The food 
display has the ability to spread the power of the brand that wants to be created 
(Moteset al. 2008, Spence et al. 2016). Appearance serves to have the " wow " effect 
that is able to change the perception of flavor. Therefore, an attractive visual appeal will 
give a good first impression for them to achieve satisfaction when it comes to a 
restaurant (Ray 2015). 
The quality of food in a restaurant is certainly very important to ensure the level of 
customer satisfaction in a restaurant (Al-Tit 2015, Ha & Jang 2010, Rozekhi et al. 2016). 
In a study conducted by Al-Tit (2015), food quality becomes the main factor someone 
decided to come to a restaurant. However, components are more value to offer to 
customers, such as; quality service, appropriate price, and a good physical or 
atmospheric restaurant, will further boost up the decision of a restaurant selection. For 
the owner of the restaurant, hiring the right cooks in line with the type/ kind of menu 
offered is a way of being able to offer a good quality of food to customers.  According to 
Ha & Jang (2010), factors that influences the quality of the food is the taste of the food 
itself, the varied restaurant menu, and the nutritional content. 
The taste of food would be a major attribute in the effort to establish the level of 
customer satisfaction (Rozekhi et al. 2016). Without the presence of a good sense of 
food, then the relative customers will not choose to return to the restaurant. With the 
presence of social media, this experience will be directly widespread in mass. On the 
other hand, if the customer likes the taste of a food dish in a restaurant, then the 
customer will automatically disseminate this fact. The challenge of restaurants is of 
course to maintain the consistency of the image of taste. 
Kotler & Armstrong (2014), stated that the completeness of the product is relatively 
important to increase the variety of offers to be owned, used, and/ or consumed by 
customers. Variations of a product in a restaurant also plays an important role, ranging 
from the taste, size, quality, price, atmosphere, as well as the availability of a selection 
of food products in a restaurant (Tjiptono 2014). Therefore, a restaurant should be able 
to present a varied and innovative menu to meet customer desires (Putra, Saroso, & 
Anantadjaya 2015). 
People has increasingly had information about nutrition at this time. The level of 
public awareness is getting better along with technological developments where 
information is more easily obtained and learned (Pulos & Leng 2010). Referring to the 
research results from Munada (2017), and Pardede, Rosdiana, & Christianto (2017), the 
amount of obesity jumped from 12 % to 21% in the 2007-2010 in Indonesia. According 
to their research, there are more than 30 million Indonesians who are overweight. In this 
case, there needs to be socialization to the public regarding the role and impact of 
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sugar, sodium, caffeine, and cholesterol on weight gain. With this condition, the 
restaurant needs to also ensure the nutritional content in food dishes to customers 
(Pardede, Rosdiana, & Christianto 2017, Munada 2017)  This is supported by the 
results of research from Vijayakurmaran & Amalina (2018) which states that information 
about food nutrition offered to customers has a positive impact on increasing customer 
satisfaction (Thomas Jr & Mills 2006). 
Customer satisfaction is the main factor that becomes the basis whether the 
customer will make a repurchase or not (Exhibit, Moizer, & Pettinicchio 2010). Customer 
satisfaction itself is a merger between the analysis of the difference between 
expectations and actual reality (Gustafsson, Johnson, & Roos 2005, Indra & 
Anantadjaya 2011, Oliver 1999). Business owners have a responsibility to always be 
able to meet the customer (Ghimire 2012). Customer satisfaction has an impact on the 
power of mouth from the customer itself to others (Okumu 2012, Wirtz & Lovelock 
2016). On the other hand, customer dissatisfaction will give customers the opportunity 
to start glancing at the other players available in the market. 
The level of customer satisfaction is considered to be a major factor in the 
hospitality industry. However, the ability to be able to conduct accurate assessments of 
the level of customer satisfaction is certainly a challenge (Hsu & Wu 2013, Reid & 
Bojanic 2009). Satisfaction of customers who come to the restaurant will have a positive 
impact on the customer's decision to repurchase (Cameran, Moizer, & Pettinicchio 
2010, Shock, Bowen, & Stefanelli 2004). Figure 4: Perceived Quality of Service 
explained that consumers assess a level of satisfaction of its by comparing between the 













Figure 4. Quality of Service Perceived 
Source: Okumu (2012) 
 
The following table are some of the previous studies related to this research topic. 
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Title & Author Variable Research result 
Differences from the 
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rather than food prices. 
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History records that Japan was the first country to attempt to carry a food model or 
food sample which is a replica of food served by restaurants, and displayed in store 
since the 1920s (McCurry 2018). At that time, customers had difficulty in imagining food 
that was ordered so that finally Japan began displaying replicas of the available food. 
With the display of food replicas, the restaurant experienced a drastic increase in sales. 
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According to some researchers, such as; Collinge (2017), Motes, Malach & 
Kozhevnikov (2008), Spence, Okajima, Cheok, Petit & Michel (2016), and Ray (2015), 
good composition in the food display needs to meet a balance between the selection of 
the right material components (Unilever Food Solutions 2016),  matching and 
harmonious colors (Adam & Ali 2014, Elliot & Maier 2014, Hauff 2019, Mwangi 2010, 
Putra, Saroso, & Anantadjaya 2015, Singh & Srivastava 2011), textures that fit the 
criteria/types (Civille 2010, Haugaard 2015; Jeltema, Beckley, & Vahalik 2015), the right 
shape (Spence, Okajima, Cheok, Petit, & Michel 2016, Stewart & Goss 2013), and 
beautiful layout (Chef Resources Inc. 2015, Unilever Food Solutions, 2016). A world 
business group records of formal procedures regarding the presentation of food 
(Caribbean Hotel Association, 2003). This formal handbook on food presentation is 
supported by further research by Han & Ryu (2009), Sahari, Basir & Jangga (2012), 
Yong, Siang, Lok & Kuan (2013), and Spence, Piqueras-Fiszman, Michel & Deroy 
(2014). Thus, a hypothesis can be formulated as follows; H1: Food display has a 
positive influence on customer satisfaction at the restaurant Tutup Panci Bistro. 
The drastic increase mentioned above, must also be accompanied by food quality 
(McCurry 2018). Therefore, in addition to the formal procedures manual regarding food 
presentation, research on food quality and customer satisfaction, as a development of 
McCurry's research (2018), also conducted by other researchers, such as Han & Ryu 
(2009), Ha & Jang (2010), Okumu (2012), Sahari, Basir & Jangga (2012), Yong, Siang, 
Lok & Kuan (2013). So that, a hypothesis can be formulated as follows; H2: Food 
quality has a positive influence on customer satisfaction at the restaurant Tutup Panci 
Bistro.  
Both of these hypotheses can be shown through the following illustrations which 
shows the linkage between variables and sub-variables used in this study, as shown in 





















Figure 5. Research Model 
 
RESEARCH METHODS 
This study uses quantitative research that carries structural equation modelling 
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tool for data analysis, which combines factor analysis (Field 2005) and track analysis 
(Ghozali, Model Equations Structural: Concepts and Applications with the AMOS 
Program ves. 5.0 2004), either directly or through intermediate variables. 
The sampling method used in this study is a combination of cluster and 
convenience sampling (Anantadjaya & Nawangwulan 2018, Cooper & Schlinder 2011, 
Sekaran & Bougie 2009). Cluster sampling is needed to build the focus on restaurant 
research in the BSD City area in South Tangerang, where there are many other 
restaurants with various types of menus so that it can be focused on a restaurant called 
Tutup Panci Bistro, which offers a fushion menu by combining Indonesian menu with 
western . Considering that this type of fushion food is not widely known by the people in 
this area, the number of visitors at Tutup Panci Bistro is relatively unstable and cannot 
be estimated. With these conditions, this study also requires convenience sampling to 
be able to engage customers who visit the restaurant, either in the day, afternoon, or 
evening. 
By using the basic PHStat, calculation as shown in Table 2 : Determination of the 
Sample Size, which estimated that only 50% of the population is considered to be 
correct in providing its response accurately, with a tolerance of error of 10%, and still 
reaching the 95% confidence level, the minimum required sample is 97 respondents. By 
comparison, the basic calculation of samples is also obtained from Raosoft. By showing 
the minimum number of 96 samples needed to maintain a maximum of 10% error rate, 
but still achieving 95% confidence level. Referring to this minimum number of samples, 
both with PHStat (97 respondents), or Raosoft (96 respondents), this study uses 100 
restaurant visitors as respondents. 
 
Table 2. Determination of Sample Size with PHStat 
Estimate of True Population 0.5 
Sampling Error 0.1 
Confidence Level 95% 
Minimum Sample Size 97 




Figure 6. Determination of Sample Size with Raosoft 
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RESULT AND DISCUSSIONS 
Since August 2016, with a capacity of 80 seats, Tutup Panci Bistro located in 
Anggrek Loka, BSD City, South Tangerang has families, office workers, university 
students and students as their target. This restaurant provides the type of food that is a 
combination of Indonesian cuisine with western dishes, or better known by the 
Indonesian Fusion Casual Dining. Some of the main menu of Tutup Panci Bistro are; 
Rendang Beef Taco, Balinese Chicken Aglio Olio, Balinese Mixed Rice, Modernist Ice 
Pisang Ijo, and Cendol Pannacotta. While in terms of drinks, they serve coffee, 
mocktail, milkshake, and several tea variants. The price range for the food is Rp. 23.000 
to Rp. 65.000, and beverage is Rp. 8.000 to Rp. 35.000. 
Out of a total of 100 respondents, the following is their profile; (1) 68% of 
respondents are women, (2) 13% of respondents are younger than 20 years, (3) 91 % 
of respondents are entrepreneurs, employees, and housewives, and (4) 15% of 
respondents make purchases of less than Rp50000 per visit. From the combination of 
respondents' profiles in this study, a conclusion can be drawn where the majority of 
visitors are women who are over 20 years old. Their job is as a housewife, businessman 
and office employee around the Tutup Panci Bistro location, such as; 
telecommunications companies, hospitals, schools, hotels/ motels, including employee 
boarding houses, and residential complex. As well, the majority of visitors make 
purchases more than Rp. 50.000. From such a profile, which originated from 100 
respondents, it can be used as a basic reference to re- evaluate the marketing strategy 
concept of Tutup Panci Bistro. Based on the results of the respondents' profile, then 
Tutup Panci Bistro needs to ensure that the entire package offered in the menu and its 
presentation must be aligned with the visitors. 
Reliability and validity testing in this study was conducted by taking attention into 
several stages of the process. Table 3: Reliability & Validity Test Results showed the 
level of reliability and validity of the data, in general, it is already qualified because 
internal consistency was achieved (Cooper & Schlinder 2011, Sekaran & Bougie 2009, 
Sarwono 2012, Sugiyono 2017, Ghozali 2004, Hanover College, nd). 
 
Table 3. Reliability & Validity Test Results 
Test Type Pre-Testing Amount of data Post Testing Amount of data 
Reliability 0.940 30 0.927 100 
Validity .697 30 0,900 100 
Source: IBM SPSS Amos (2018b) 
From Table 4, it can be seen the Item-Total Statistics that the value of Cronbach 
Alpha (if item deleted) already meets the requirements (Ghozali 2009, Hanover College 
n.d, Sarwono 2012, Sugiyono 2017). All items are listed in the table below shows the 
reduction in the overall value of Cronbach Alpha if there are items that are not used. In 
particular, it can be noted that the nutrients, if not used, still giving effect to the reduction 
in the value of Cronbach Alpha, albeit small. This is because the content of the Pearson 
correlation value is also relatively small, amounting to 0.36, but still has a high 
significance rate of 1%, as shown in the Table 5:  Pearson Correlation. The role of 
nutrition is also supported by the results of interviews (Fernando 2018), where the 








                                                  Journal of Management and Business, Vol 19, No.2 (September 2020) 
 
www.journalmabis.org 
  34 
Table 4. Item-Total Statistics 
  












Alpha if Item 
Deleted 
Component 34,870 31,326 .761 .638 .912 
Color 34,800 32,040 703 . 593 .915 
Texture 34,880 32,193 705 .545 .915 
Shape 34,875 31,936 .686 .561 .916 
Location 34,850 30,634 .777 702 .911 
Taste 34,840 32227 659 594 .918 
Menu 34,825 32,199 .675 .511 .917 
Nutrition 34,940 32,921 .518 .419 .926 
Expect 34,860 31,137 .775 .720 .911 
Satisfaction 34,740 30,644 .825 .772 .908 
Source: IBM SPSS Amos (2018b) 
 From the correlation of Pearson, as shown in Table 5: Pearson Correlation, the 
level of correlation between variables is considered eligible because it is within a 
distance that is still considered useful and able to contribute (Mustafa & Wijaya 2012, 
Sarwono 2012, Sugiyono 2017, Ghozali 2009). Although nutrients have the smallest 
correlation value, nutrition remains used in the study is due to a level of trust that is high 
at 99%. In addition, based on the results of interviews (Fernando 2018), it was also 
stated that nutrient content has a strong relationship to support the quality of a food.  
Thus, although the value of the correlation of nutrients is relatively minimal, but with a 
high level of trust and supported by the results of the interview, nutrients are still being 
used in subsequent data analysis processes. 
 






























































.585 ** .568 ** .648 ** .999 **  .494 ** .521 ** .360 ** .696 ** .681 ** 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 
Source: IBM SPSS Amos (2018b) 
 
Figure 7: Structure Equation Model (SEM) explains the linkage of indicators and 
variables in this study; The results obtained indicate that the visualization of food display 
to customer satisfaction has a value of 90%. This value implies that a 1% increase 
made by restaurants on the visualization of food appearance gives a 90% increase in 
the level of customer satisfaction. This finding is in line with the results of the interview 
where it was stated that with the presence of the internet, people began to enjoy a meal 
that originated from the visualization of its appearance (Fernando 2018). From the sub-
variables used to measure the visualization of food display, the food layout has the 
power to explain the lowest visualization of food display, 60%, followed by a texture of 
78%. The combination of food components, colors, shapes and sizes has the power to 
explain at least 80%. As stated by Indra Ketaren (Dhetira 2016), visualization of food 
display triggers customer experience in every single contact point as the customer 
senses are given concurrent stimulation. As in previous study conducted by Yong, 
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Siang, Lok & Kuan (2013), the appearance of a food dish can have a positive impact on 























Figure 7. Structure Equation Model (SEM) 
Source: IBM SPSS Amos (2018c) 
 
The balance of food components, including sauces, is a factor that must be 
considered in a food display visualization. The results of this study show that the food 
component has 81% power to be able to explain the visualization of food display. This is 
supported by the results of previous studies conducted by Spence, Piqueras-Fiszman, 
Michel & Deroy (2014), where the balance of good and right food composition will look 
more attractive before being enjoyed by customers. The results of the analysis show 
that food color has 83% strength to be able to explain food display visualization. 
Definitely, a combination of food colors can increase the food tastes of the customers. 
This has been proven by Mwangi (2010). However, too much color mixing is displayed 
in a food dish, the customer focus will be disrupted (Motes, Malach, & Kozhevnikov, 
2008; Singh & Srivastava 2011; Stewart & Goss 2013). 
Food textures has the power to be able to explain food display visualizations of 
78%. This food texture has a relatively big impact after customers taste the food (Civille 
2010), such as; the meat must be tender and still juicy. The combination of the shape 
and size of a plate and the food served has the power to be able to explain by 84% of 
the visualization of food display. The results of this study are in line with previous 
studies conducted by Peter Stewart & Erica Goss (2013). Aesthetics on a plate should 
look beautiful, so that it can display a combination of beautiful display visualization 
(Spence, Okajima, Cheok, Petit, & Michel 2016). 
 The food layout on a plate has the power to explain food visualization by 60%.  
Considering the layout of the material components in a neat plate and creating a simple 
presentation and can follow simple geometric shapes, such as lines, arcs, and circles a 
creativity that must be owned by the chefs so as to create the layout of a food that is 
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Quality of food impacted positively by 55% on the level of customer satisfaction. 
By referring to research from Ha & Jang (2010), which said that the factors that can 
improve food quality is food taste, varied menus, and nutrient content in a food, the 
results of the analysis showed that variations in food or varied menus has the power to 
be able to explain food quality by 79%, followed by nutrients by 84%, and taste by 88%. 
With regard to the 3 factors, customers visit a restaurant not just for eating, but also for 
eating delicious food, with good nutrition, and adequate choice of food variations. This 
finding is in line with the results of research from Al-Tit (2015). These results relatively 
indicate that Tutup Panci Bistro already has these 3 factors in an effort to improve the 
quality of its food. 
Regarding the indicators used in this study to try to measure food quality, the taste 
of food has 88% power to be able to explain food quality. In the event of an increase in 
food taste, then the quality of food will also be pushed up better. The finding is in line 
with previous studies conducted by Stewart & Goss (2013). This shows that the taste of 
food still plays an important role for a food in a restaurant. 
The value of the menu variations on food quality is 79%. This value implies that 
menu variations have a power of 79% to be able to explain the quality of food in a 
restaurant. The more variations on the menu, the better the quality of the food according 
to customer ratings. This possibility provides the basic for customers to return to a 
restaurant because of the varied food and menu choices. With such menu variations, 
customers don't need to think about other places because a restaurant is able to offer a 
one-stop-dining experience. When customers want menu A, and later want menu B, a 
restaurant still has the variation. In addition to the main menu/ main course, it also 
refers to the choice of appetizer / snack, dessert, diversity of coffee drinks, tea, 
mocktail, and milkshakes. This result is in line with previous research which says that 
menu variations are the basis for better offers to customers (Hsu & Wu 2013, Munada 
2017, Pulos & Leng 2010, Putra, Saroso, & Anantadjaya 2015, Thomas Jr & Mills 
2006). 
The nutritional content in a food dish shows a value of 84%. This value implies that 
the nutritional content has 84% strength to be able to explain the quality of food. In the 
event of improvement of nutritional content, the quality of food is perceived better by the 
customer.  Referring to an article that writes about the increase in obesity in Indonesia, 
public awareness of food has also increased (Darmayana 2017), especially for sugar, 
sodium, caffeine, and cholesterol. It is also in line with statements from Pulos & Leng 
(2010), and Vijayakurmaran & Amalina (2018), where the nutritional content has a 
positive impact on food quality. 
Customer satisfaction is one of the keys to organizational success. Without the 
presence of satisfied customers, the organization cannot survive. The illustration in 
Figure 9: Value of Customer Satisfaction Indicators shows that the two indicators used 
show positive values. Indicator of customer expectations / expectations has a value of 
77%. This implies that expectations have the power to explain customer satisfaction by 
77%. When visiting a restaurant, customers arrive with a number of expectations from 
various sides. Expectations arising from customers can come from information that has 
been received previously, either through word-of-mouth, social media (Bennet 2017), 
other people's stories, or their own experiences. This shows the role of a restaurant to 
be able to create an expectation in the minds of prospective customers, so they want to 
be able to realize these expectations into a reality by visiting the restaurant. The task of 
the restaurant is of course trying to maintain the creation of a positive experience in 
every transaction process; starting from the time of parking, entering the room, ordering, 
while enjoying a meal, and when making payments to leave the location of the 
restaurant. In each transaction process, the restaurant should be able to ensure the 
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creation of a positive experience (Dhetira 2016). 
The indicator of actual satisfaction/customer statement refers to the actual 
experience received by the customer and that experience is compared with the 
customer’s expectations in the beginning. When the actual experience exceeds 
customers’ expectations, the actual satisfaction level/reality will be positive, and vice 
versa becomes negative when the initial customer expectations cannot exceed the 
actual experience received and felt by the customer (Okumu 2012). The results of this 
study indicate a value of 75%, which implies that actual/ reality satisfaction has the 
power to be able to explain the level of customer satisfaction. The increasing customers’ 
actual satisfaction of a food display visualization, the level of customer satisfaction 
increases as well. 
The results of the model in this study are as follows; 
 





Lomax (2004) & 
Wijaya (2009) 
Based on 




CMIN / df 
(normed chi 
square) 
CMIN / df ≤ 2 = 
Good 
CMIN / df ≤ 5 = Good 5,240 Good 
RMSEA 
(Root mean 
square error of 
approximation) 
RMSEA ≤ 
0:08 = Good 




GFI value close 
to 1 = Good 






close to 1 
= Good 




TLI value close 
to 1 = Good 




CFI Value close 
to 1 = Good 







- NFI ≥ 0:09 = Good 0.792 Good 
Source: Arbuckle (2011), Anantadjaya & Nawangwulan (2018); Santoso (2009); Ghozali, Structural 
Equation Model: Concepts and Applications with the AMOS Program ves. 5.0 (2004); Mustafa & Wijaya, 
(2012); Schumacker & Lomax (2004) 
 
From the existing standard reference according to Ghozali (2004), Santoso (2009), 
Wijaya (2009), Mustafa & Wijaya (2012), Schumacker & Lomax (2004), as listed in 
Table 4: Goodness of Fit, the level of compatibility of the research model relatively 
fulfills all the criteria, and belongs to the good category. This implies that the model 
used in this study is considered good and meets the existing standard reference criteria, 
by that general application can be done for other restaurants. 
The results of interviews with food bloggers/food influencers were also conducted 
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in this study to add information and provide qualitative support regarding the 
visualization of food display, food quality and the level of customer satisfaction at Tutup 
Panci Bistro. Results of interviews with the food reviewer indicate that the visualization 
of food displays contains stimulus to evocative sensory customers. With a good and 
attractive display of food, sensory customers send positive signals so that the 
customer's mood becomes positive, and relatively directly associates with good quality 
of food as well. The existence of such settings will boost the level of customer 
satisfaction. The role of the food display is crucial in an effort to create an unforgettable 
experience. In addition, stimulation for each of the five senses of a good customer will 
have a positive impact on all customer experiences, then there will be an increase in 
customer satisfaction (Ellen, Anantadjaya, & Saroso 2014). 
 
CONCLUSSION 
Based on the results in this study, the conclusions that can be drawn are as 
follows; Visualization the food display has a large and significant impact on customer 
satisfaction at the restaurant Tutup Panci Bistro, amounting to 90%. This research 
shows that the visualization of the food display in the Tutup Panci Bistro has an added 
value offered to its customers and visitors. The quality of food has a strong positive 
impact on customer satisfaction at the Tutup Panci Bistro restaurant, amounting 55%. 
When a restaurant has a good quality products, accompanied by good service that is 
well supported by the appropriate price, access to easy location, and good promotion, 
then the combination of it will attract customers to make a return visit to the Tutup Panci 
Bistro restaurant. 
The results of this study are statistically proven that there is a relationship 
between the food display and food quality to customer satisfaction at the restaurant 
Tutup Panci Bistro restaurant. Referring to the results of the research, the 
recommendations that can be formulated are as follows; Certainly by working with the 
chef, the results of this research can be considered to be  applied in other restaurants to 
achieve a balance between the food display with the quality of its food. Food stylist is 
required that can ensure the visualization of the display of food served, absolutely by 
paying attention to components, colors, textures, shapes & sizes, layout, service quality 
(Soenawan & Malonda 2015, Exhibitions, Moizers, & Pettinicchio 2010, Ghimire 2012, 
Ha & Jang 2010), appropriate prices (Soenawan & Malonda 2015, Faizah, Suryoko, & 
Saryadi 2013), and the restaurant's physical/atmospheric environment (Ha & Jang, 
2010, Githiri 2017) is good.  
 The results of the study are useful for the management of Tutup Panci Bistro to 
continue developing new innovations with the creation other added values. The 
variables and sub-variables used in this study are still relatively limited. Further research 
needs to consider other variables, including a longer time span, then it can involve more 
customers, including new visitors who came because it held a specific event. 
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